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Here is the complete list of editorial articles published during 1961 in 
INDUSTRIAL MARKETING (Vol. 46, January through December, 1961). Articles 
which have been reprinted are marked with asterisks. They may be obtained 
from the IM Reprint Editor, 200 E. Illinois St., Chicago 11, Ill. For reprint 
prices consult the list of available reprints which appears in each issue of 
INDUSTRIAL MARKETING. Other articles are available in Thermofax copies at 
$1.00 per article, from the IM Editorial Department. 


ADVERTISING 

How to get to the top in 15 years--advertise, June, p. 84. 

* How industrial companies spend their ad dollars, Feb., p. 53. 
How Koppers sold its ad program to management, May, p. 66. 
Know any ‘ugly advertisers?' Apr., p. 38. 

* 1961 industrial ad budgets - how big, what goes into them? Jan., p. 3l. 
75% of companies lack advertising objectives says John Sargent, June, p. 144. 
Editorial comment, July, p. 61. 


What's better--impact or complete coverage? Six admen answer question for 


small budget advertiser, Dec., p. 96. 
* You can't afford to advertise by season, Sept., p. 140. 


ADVERTISING AGENCIES 
Census Bureau finds 4,240 agencies billed over $4-billion in 1958, Mar., 
P.132. 
Let's look at both sides of industrial ad agency firings, Apr., p. 3l. 
Melvin Field hits agency misuse of their research groups, Aug., p. 159. 
* Top 25 agencies bill $146 million in business papers, Apr., p. 54. 
24% of industrial agency income from fees, according to Ira Rubel, Mar., 


p. 131. 


ADVERTISING BUDGETS 

AIA budget study shows modest increase for ‘61, Feb., p. 152. 
Corporate ad campaigns; who bears the cost? May, p. 112. 

* How industrial companies spend their ad dollars, Feb., p. 53. 
How should ad budgets be presented to management? Jan., p. 88; Feb., p. 86. 
Industrial ad budgets to double in 1960s, says Bernstein, Dec., p. 156. 

* 1961 industrial ad budgets - how big, what goes into them? Jan., p. 3l. 
Why and how Alcoa switched to concentrated advertising, May, p. 90. 
Why not base ad budgets on profits instead of sales? Apr., p. 120. 


ADVERTISING DEPARTMENTS 
A guide to industrial advertising management, Nov., p. 116; Dec., p. 108. 





ADVERTISING EXPENDITURES 
Tabulation of annual ABP business paper ad expenditures, May, p. 52. 


ADVERTISING MAN-OF~THE-YEAR 
U. S. Steel's Veckly is Industrial Adman-of-the-Year, Jan., p. 155. 


ADVERTISING MANAGEMENT 
A guide to industrial advertising management, Nov., p. 116; Dec., p. 108. 


ADVERTISING MANAGERS, see also ADVERTISING DEPARTMENTS 
* How industriel managers earn their pay, Mar., p. 3l. 
How Koppers sold its ad program to management, May, p. 66. 
Sales executives tell views on admen and advertising, Apr., p. 42. 
* Today's industrial ad manager. Income statistics, Feb., p. 3l. 


ADVERTISING PERSONNEL, see also ADVERTISING MANAGERS 
Do engineers make good industrial admen? Jume, p. 73. 
What to do when you're fired at 55, Oct., p. 128. 


ADVERTISING PRODUCTION 
How Day-Brite saves money on ad production, Nov., p. 126. 


ADVERTISING RESEARCH 
Do results justify cost of basic ad research? Aug., p. 126; Sept., p. 196. 
Experimental research needed to solve ad problems, Malcolm McNiven says, 
Dec., p- 144. 
How increase of advertising influences brand preference of machine tool 
buyers, Oct., p. 116. 
How Scott Paper measures industrial advertising in comparison with direct 
mail and sales incentives, July, p. 67. 
Melvin Field hits agency misuse of their research groups, Aug., p. 159. 


ADVERTISING VOLUME 
Business publication advertising volume to hit new high in 1962. IM's 
annual report, Nov., p. 102. 

* Look for business paper ads to hit $590 million in *61. Annual Venezian 

study, Jan., p. 53. 
Monthly business paper ad volume, Jan., p. 1183 Feb., p. 1265; Mar., p. 1223 
Apr., p- 136; May, p. 124; June, p. 154; July, p. 146; Aug., p. 1703 Sept., 
Pp. 2263 Oct., p. 2083 Nov., p. 196; Dec. p. 166. 

* 1960 ad volume analysis shows publication leaders, Jan., p. 115. 


AGENCY-CLIENT RELATIONS, see ADVERTISING AGENCIES 
AIA NEWS 


Cheney to head AIA ad competition, Jan., p. 137. 

AIA budget study shows modest increase for ‘61, Feb., p. 152. 
Freeman chides AIA members for ‘don't-give-a-damnism,’ Mar., p. 140. 
Set April 25 deadline for entering BestSeller contest, Apr., p. 156. 
Yellowlees heads 1961-62 officers slate, May, p. 145. 

To vote on JARI ties, membership plan, June, p. 148. 

Establish company memberships, cuts IARI ties, July, p. 128. 

Six chapters announce new officers, Aug., p. 162. 








AIA NEWS (continued) 
More chapters announce new officers, Sept., p. 222. 
Chicago, Dallas chapters announce new officers, Oct., p. 198. 
Boston chapter elects Siverman president, Nov., p. 184. 
Industrial ad budgets to double in 1960s, says S. R. Bernstein, Dec., p. 156. 


ALLIS-CHALMERS MFG. CO. 
Allis-Chalmers hits publicity bonanza at dealer meeting, Sept., p. 135. 
Sales contest boosts new product in recession year, Jan., p. 46. 


ALUMINUM CO. OF AMERICA 
Campaign for Alcoa's Alumalure wins top AIA BestSeller Award, July, p. 72. 
Why and how Alcoa switched to concentrated advertising, May, p. 90. 


AMERICAN INSTRUMENT CO. 
Aminco cuts mail costs in half, boosts returns, Jan., p. 44. 


AMERICAN IRON & STEEL INSTITUTE 
* How to produce a good external publication. Story of Steelways, Apr., p. 87. 


AMERICAN RADIATOR AND STANDARD SANITARY CORP. 
Specialized selling pays off for American-Standard, Nov., p. 107. 


AMERICAN SEALANTS CO. 
American Sealants does big job in small space. ABP winner, May, p. 36. 


ANNIVERSARIES 
What Colson did after birthday celebration was over, Feb., p. 84. 


ANTI-TRUST 
Look ahead to tougher anti-trust enforcement, Mar., p. 90. 


ART 
Abstract art or abstract photos in industrial ads?--a debate, Sept., p. 120. 


ASSOCIATED BUSINESS PUBLICATIONS 
Friendly debate on paid and free circulation between ABP and NBP repre- 
sentatives, Aug., p. 132. 
Seven top winners tell how they won in 19th annual ABP competition, May, p. 36. 
Tabulation of annual ABP business paper ad expenditures, May, p. 52. 


ASSOCIATION OF INDUSTRIAL ADVERTISERS, see also AIA News, INDUSTRIAL ADVERTISING 
RESEARCH INSTITUTE 
AIA board moves toward company memberships, Feb., p. 159. 
AIA publishes book of best ads and Copy Chasers say it's awful, June, p. 151. 
Alcoa, DuPont, Monsanto, Reynolds and Pittsburgh Corning win Best Seller 
Awards, July, p. 72. 
So what's complex? AIA's plan, that's what, Aug., p. 125. 


AUDIO-VISUAL AIDS 
* Why industrial salesmen like to sell with desk-top films, Apr., p. 104. 





AUDITS 
Friendly debate on paid and free circulation between ABP and NEP repre- 


sentatives, Auge, p- 132. 
AUTOMATION, see ELECTRONIC DATA PROCESSING 


AUTOMATIC TRANSPORTATION CO. 
Lift truck exhibit puts prospect in driver's seat, Sept., p. 153. 


AUTOMOBILE EXPENSE ALLOWANCES, see SALESMANSHIP 


AWARDS 
Alcoa, DuPont, Monsanto, Reynolds and Pittsburgh Corning win BestSeller 
Awards, July, pe 72. 
41 business papers win IM Editorial Achievement Competition awards, Dec., 
p. 104. 
Gisholt wins two top NMIBA awards. List other winners, Nov., p. 150. 
Seven top winners tell how they won in 19th annual ABP competition, May, p.36. 
U. S. Steel's Veckly is Industrial Adman-of-the-Year, Jan., p. 153. 


BAIRD, JAMES F., JR. 
* You can't afford to advertise by season, Sept., p. 140. 


BARLOW, E. ROBERT 
Six tips for better marketing in a fast-growth industry, June, p. 70. 


BERNSTEIN, S. R-, see also SID BERNSTEIN SAYS 
Industrial ad budgets to double in 1960s, says Bernstein, Dec. p. 156. 


BINKS MFG. CO. 
How Binks merchandises its ads to distributors, Oct., p. 121. 


BLACK, GEORGE 
A guide to industrial advertising management, Nov., pe. 116; Dec., p. 108. 


BOOK REVIEWS 
Sid Bernstein reviews ‘Economic Issues for the 1960s' by Alvin Hansen, 
Mar., Pe 756 
The Marketing Job, Responsibilities of the Top Man and His Staff, edited by 
Elizabeth Marting, Oct., p. 156. 
The Folklore of Management, by Clarence B. Randall, Oct. p. 156. 
The Business-Letter Deskbook, by Gerald W. Weston, Oct., p. 156. 
Management Games, by Kibbee, Craft & Nanus, Nov., p. 186. 
Market and Sales Potentials, by Francis E. Hummel, Nov., p. 186. 
Handbook for Technical Writers, by Tracy and Jennings, Nov., p. 186. 
Bacon's Publicity Checker, Dec., pe 124. 
Planning and Creating Better Direct Mail, by Yeck and Maguire, Dec., p. 124. 
Exhibitions: A Survey of International Designs, by Klaus Franck, Dec., p. 124. 


BOYER, JAMES B. 
DuPont ads for new highly competitive product help sales force. AIA BestSeller 


Award, July, p. 75. 





BRAND PREFERENCE 
How increase of advertising influences brand preference of machine tool 
buyers, Octe, p- 116. 


BRAUN, DAVID 
Industry-wide sales training boosts sales up to 25% Plumbing-Heating-Cooling 
Information Bureau finds, Sept., p. 142. 


BRENDEL, LOUIS H. 
* 18 tips for working with distributors, Aug., p. 89. 


BROWN & SHARPE 
Brown & Sharpe sells precision tools with consumer tactics, June, p. 106. 


CHARLES BRUNING CO. 
Economical way to produce parts and instruction manuals, Apr., p. 64. 


BURTON, PHILIP W. 
When does an ad wear out? Oct., p. 150. 


BUSINESS 
Solving the high volume/low profit problem, June, p. 116; July, p. 104. 


BUSINESS FORECASTS, see FORECASTS 


BUSINESS PAPERS 
Business publication advertising volume to hit new high in 1962. IM's annual 
report, Nov., p. 102. 
Chilton explains the ‘marketing assistance program’ to admen, June, p. 126. 
"Editorial ads' are ads, not editorial, Oct., p. 145. 
41 business papers win IM Editorial Achievement Competition awards, Dec., 
pe 104. 
Friendly debate on paid and free circulation between ABP and NBP representa- 
tives, Auge, De 152. 
Here's how Ford specializes truck advertising in business publications, 
Jan., Pe 40. 

* How to judge business papers without actually reading them, Sept., p. 124. 
Let's get rid of business paper ‘payola,' June, p. 81. 

* Look for business paper ads to hit $590 million in '61. Annual Venezian 
study, Jane, De 53-6 
Monthly business paper ad volume, Jan., pe 118; Feb., p. 126; Mar., pe 122; 
Apr., Pe 136; May, pe 124; June, p. 154; July, p. 146; Aug., pe 170; Sept., 
Pe 226; Oct., De 208 ; Nov., De 196; Dec., De 166. 

* 1960 ad volume analysis shows publication leaders, Jan., p. 115. 
Tabulation of annual ABP business paper ad expenditures, May, p. 52. 

* Top 25 agencies bill $146 million in business papers, Apr., p» 54. 


BUY AMERICAN CAMPAIGNS 
Executives balk; won't talk about "buy American’ ads, Dec., p. 130. 
Will a ‘buy American’ theme sell industrial products? Mar., p. 54. 


CALIFORNIA ELECTRIC WORKS 
Calewo's ‘live’ promotion sparks business, Oct., pe 137. 





CAMPBELL, R. C. 
FMC gets $500,000 in orders at 4-day trade show, Feb., p. 40. 


CANADA 
New developments in Canada's industrial market, Sept., p. 182. 
What Copy Chasers say about Canadian industrial ads, Sept., p. 175. 
What's different about industrial marketing in Canada? Sept., p. 165. 


CANFIELD, WALTER H. 
TV--Trade show tie-in pays off for International Resistance Co., Aug., De 82. 


CARROLL, ROBERT E, JR. 
American Sealants does big job in small space. ABP winner, May, p. 36. 


CATALOGS 
How to do a better job on your catalog, Sept., p. 138. 
Versatile catalog promotes 3 processes to 6 markets for Commercial Shearing, 


May, De 48. 


CHILTON CO. 
Chilton explains the ‘marketing assistance program’ to admen, June, p. 126. 


CHUSID, As Be 
Lifetime guarantee gives small company, Murray Mfg., a selling edge, 
Mar., De 50. 


CLARKSON COLLEGE OF TECHNOLOGY 
Clarkson College pioneers industrial sales training, Aug. p. 97. 


COLEMAN, J. H. 
Total marketing sells glass building blocks for Pittsburgh Corning, AIA 
BestSeller Award, Aug., p. 101. 


COLLEGES 
Clarkson College pioneers industrial sales training, Aug., p.- 97. 


COLSON CORP. 
What to do when the birthday's over, Feb., p. 84. 


COMMERCIAL SHEARING & STAMPING CO. 
Versatile catalog promotes 3 processes to 6 markets for Commercial 


Shearing, May, p. 48. 


COMMUNICATIONS 
It isn't simple to make yourself understood, Jan., p. 75. 
Richard Christian outlines basic program for ‘communications research,’ 
Nov., p- 176. 


COMPANY PUBLICATIONS 
* How to produce a good external publication. Story of Steelways, Apr., p. 87. 


COMPANY REORGANIZATION 
Foote Bros. goes modern, gets a new look in marketing, Feb., p. 82. 





COMPETITION 
How to find out what your competitor's doing, Aug., p- 93. 


CONNERS, KENNETH 
Know any ‘ugly advertisers?’ Apr., p. 38. 


CONSTRUCTION MARKET 
Construction field offers lesson in industrial advertising, May, p. 157. 


CONSUMER ADVERTISING 
Why don't industrial ads sell like some simple, one-claim consumer ads? 


Aug-, pe 139. 


CONTESTS 
"Bulldog' sales manager James Travis of Ozalid gets results with sales 
contest, Dec., p- 126. 
Corning goes bookish to sell lab glassware, Aug., p. 117. 
Sales contest boosts new Allis-Chalmers product in recession year, Jan., pe. 46. 


CONTINUITY IN ADVERTISING 
How increase of advertising influences brand preference of machine tool 
buyers, Oct., pe 116. 
How often should you change your ad campaign? Sept., p. 61. 
When does an ad wear out? Oct., p. 130. 
* You can't afford to advertise by season, Sept., p. 140. 


COPY, see also COPY CHASERS, WHICH AD ATTRACTED MORE READERS 


COPY 
Ads boost sales in falling market for Reed Roller Bit. ABP winner, 
May, p- 40. 
American Sealants does big job in small space. ABP winner, May, p. 36. 
Build your ads for partial readership, Mar., p. 62. 
Campaign for Alcoa's Alumalure wins top AIA BestSeller Award, July, p. 72. 
DuPont ads for new highly competitive product help sales force. AIA Best- 
Seller Award, July, p. 75. 
Eastern Express boosts sales $10 Million in 4 years with image ads, Jan., 48. 
Effective ad theme promotes Kraft's diverse institutional products. ABP 
winner, Mey, pe 42. 
Hammermill Paper stands out in tough field. ABP winner, May, p. 36. 
High-impact insert campaign pays off for McKay, June, p. 101. 
How advertising made buyers want malleable iron, Aug., p. 86. 
How to get to the top in 15 years-~-advertise, June, p. 84. 
How to have fun while writing industrial ads, Aug., p. 98. 
How much time can you afford to ‘improve’ your advertising, Feb., p. 76. 
How often should you change your ad campaign? Sept., p. 61. 
How Ohio Seamless Tube built ad with scale models in their garage, 
Sept., pe 145. 
How two two-inch ads launched a million dollar business, Oct., p. 146. 
Long range ‘image’ program pays off for Knox Glass. ABP winner, May, p. 39. 
Lovable ads stave off competition for Goodrich plastic. ABP winner, 
May, pe 40. 
Monsanto successfully promotes an insignificant component. AIA BestSeller 
Award, July, p.- 77. 





COPY (continued) 
Reynolds shows how to advertise to auto industry. AIA BestSeller Award, Aug., 
p- 104. 
SM ads really stop 'em. ABP winner, May, p. 38. 
* What engineers want in industrial ads, Oct., p. 108. 
Will a ‘buy American’ theme sell industrial products? Mar., p. 5. 


COPY CHASERS 
U. S. Steel's Veckly is Industrial Adman-of-the-Year, Jan., p. 155. 
Runners-up in IM competition offer examples of ingenuity, Feb., p. 169. 
Ad ‘fashions’ - some shopworn, some new, Mar., p- 151. 
Test your ads against these for "personal involvement," Apr., p. 167. 
Construction field offers lesson in industrial advertising, May, p. 157. 
AIA publishes book of "best ads," and it's awful, June, p. 131. See article 
on Ohio Chemical ad, Nov., p. 140. 
Dull ads hurt everybody's readership, July, p. 115. 
Why don't industrial ads sell like some simple, one-claim consumer ads? 
Aug., p- 139. 
What our critics say about Canadian industrial ads, Sept., p. 175. 
Special fall clearance of last summer's ads, Oct., p. 173 
Some industrial ads need the feminine touch, Nov., p. 163. 
Do your ads aim too high or too low? Dec., p. 137. 


CORNING GLASS WORKS 
Corning goes bookish to sell lab glassware, Aug., p. 117. 


CORPORATE ADVERTISING 
Corporate ad campaigns: who bears the cost? May, p. 112. 
Timken vs. the U. S. Case involving disallowance of tax deduction for 


certain ads, June, p. 69. 


CORPORATE IMAGE 
Eastern Express boosts sales $10 million in 4 years with image ads, Jan., 
p. 48. 
Long range ‘image’ program pays off for Knox Glass. ABP winner, May, p. 39. 


CRITICISM OF ADVERTISING 
Know any ‘ugly advertisers?’ Apr., pe 38. 


CUSTOMER SERVICE 
International Minerals offers customer service to the Nth degree, 


Nove, Pe 96. 
Customer service--should it meet or beat the competition? Nov., p. 152. 


DAVIS, DANIEL M. 
How Taylor Fibre capitalized on technical knowledge, Dec., p. 113. 


DAY-BRITE LIGHTING 
How Day-Brite saves money on ad production, Nov., p. 126. 


DEALERS 
Allis-Chalmers hits publicity bonanza at dealer meeting, Sept., p. 


DeARMOND, FRED 
You can read all you should, May, p. 62. 





DEFENSE MARKET 

* A basic guide to defense marketing, Aug., p. 108; Sept., p. 148. 
Defense program takes new directions, Apr., pe. 106. 
Should the defense industry advertise? Aug., p. 8l. 
What you should know about the dynamic defense market, Mar., p. 48. 


DEPRECIATION 
Industry wants action on depreciation issue, Feb., pe. 94. 


DEWEY, GEORGE W. 
How increase of advertising influences brand preference of machine tool 


buyers, Oct., p- 116. 


DIETZ, RICHARD F. 
Build your ads for partial readership, Mar., pe. 62. 


DIRECT MAIL 
American Instrument cuts mail costs in half, boosts returns, Jan., p. 44. 


Envelope stuffers - do they produce sales, or other values, Jan., p. 98. 
How Scott Paper measures industrial advertising in comparison with direct 
mail and sales incentives, July, p. 67. 

IARI releases major report on industrial direct mail ills, July, p. 122. 
Norton's soft sell campaign builds good-will overseas with first day 
covers, Jane, De 76. 


DISCOUNTS 
* New price discount policy increases profits, Aug., p. 114. 


DISTRIBUTORS & DISTRIBUTION 
Distributors told of need to promote selves by George Wilkinson, Oct., p. 180. 
Few distributors expect sales rise in 1961, Apr., p. 145 
How Binks merchandises its ads to distributors, Oct., p. 12]. 
How Ducommun achieves top sales efficiency, July, P. 62. Editorial comment, 
Sept., p.- 119. 
18 tips for working with distributors, Aug., p. 89. 
Physical distribution--the neglected marketing function, Oct., pe 102. 
3-day Hess & Clark seminar teaches sales management to distributors, 
Octe, Pe 132. 
Top executives tell what to do about distribution, Oct., p. 160. 
Whisper tactics sell Universal Form Clamp distributors on direct mail 


campaign, Feb., p. 112 


DUCOMMUN METALS & SUPPLY CO. 
How Ducommun achieves top sales efficiency, July, p. 62. Editorial comment, 


Sept., p» 119. 


E. I. duFONT de NEMOURS & CO. 
DuPont ads for new highly competitive product help sales force. AIA Best- 
Seller Award, July, p. 75. 


EASTERN EXPRESS 
Boost sales $10 million in 4 years with image ads, Jan., p. 48. 


EDDLEMAN, JOHN 
An ingenious photo will do the same job better, Sept., p. 120. 





ELECTRONIC DATA PROCESSING 
* You can't control salesmen electronically, Dec., p. 98. 


EMPLOYE PUBLICATIONS, see COMPANY PUBLICATIONS 


ENCYCLOPEDIA OF MARKETING 

* A basic guide to merchandising publicity, by Strenski, Jan., p. 61. 

* A basic guide to training industrial salesmen, by Gopel, Feb., p. 60; 
Mar., Dp. 64; Apr., pe 70; May, pe 75- 

* A basic guide to measuring markets, by Risley, June, p. 86; July, p. 88. 

* A basic guide to defense marketing, by Larson and Stevens, Aug., p. 108; 
Sept., p. 148. 

* A basic guide to industrial packaging, by Stahl, Oct., p. 122. 
A guide to industrial advertising management, by Black, Nov., p. 116; 
Dec., Pe 108. 


ENGINEERS 
Do engineers make good industrial admen? June, p. 73. 
Helping engineers to help you sell, Oct., p. 1&4. 
How to put an engineer on your marketing team, July, p. 80. 
* What engineers want in industrial ads, Oct., p. 108. 


ENVELOPE STUFFERS see DIRECT MAIL 


EVANS, KEITH J. 
How much time can you afford to ‘improve’ your advertising? Feb., p. 76. 


EXPENSE ACCOUNTS 
What to do about expense account padding, Dec., pe 93. 


EXPORT ADVERTISING, see INTERNATIONAL ADVERTISING 


F&M SCIENTIFIC CORP. 
How two two-inch ads launched a million dollar business, Oct., pe 146. 


FACTORY SIGNS 
Don't forget the factory identification sign, June, p. 128. 


FARM EQUIPMENT 
Accelerated automation boosts farms as industrial market, Nov., p. 128. 


FILMS 
* Why industrial salesmen like to sell with desk-top films, Apr., p. 104. 


FOOD MACHINERY & CHEMICAL CORP. 
FMC gets $500,000 in orders at 4-day trade show, Feb., p. 40. 


FOOTE BROS. GEAR & MACHINE CORP. 
Foote Bros. goes modern, gets a new look in marketing, Feb., p. 82. 


FORAKER, TIMOTHY H. 
* New price discount policy increases profits, Aug., p. 114. 





FORD MOTOR CO. 
Here's how Ford specializes truck advertising in business publications, 


Jane, p. 40. 


FORECASTS, see also SALES FORECASTS 
Boost capital spending plans 3%, new McGraw-Hill study finds, June, p. 138. 
Buchar expects little or no change in ‘61 exports, Mar., p. 138. 
Capital spending to drop 3% in '61, McGraw-Hill study shows, Jan., p. 134. 
Few distributors expect sales rise in 1961, Apr., p. 145 


FOREIGN TRADE, see also INTERNATIONAL ADVERTISING, INTERNATIONAL MARKETING 
REPORT 
Are you missing the boat in export sales? Feb., p. 44. 
Buchar expects little or no change in ‘61 exports, Mar., p. 138. 
Business booms for U. S. overseas plants, Dec., pe 35. 
Foreign competition to increase, July, p. 57. 
Why we're not selling in Latin America, July, p. 87. 


FREESE, MILAN W. 
How Ohio Seamless Tube built ad with scale models in their garage, 


Sept., P. 145. 


FULLER, A. L. 
Specialized selling pays off for American-Standard, Nov., p.- 107. 


FURLOW, WALTER M. 
Long range ‘image’ program pays off for Knox Glass, ABP winner, May, p. 39. 


GARDNER, HOWARD A. 
Do back-of-the-book ads pull more inquiries? Nov., p. 146. 


GENERAL ELECTRIC Co. 
GE finds a low-cost way to pinpoint sales literature, Apr., pe 47. 


GISSER, PHILIP 
U. S. Industrial Chemical's ‘orphan' grows into a top seller in the paper 


coating field, Nov., p. 120. 


GITS BROTHERS MFG. CO. 
Do back-of-the-book ads pull more inquiries? Nov., p. 146. 


GLASTIC CORP. 
One-fifth the show does ten times the job for Glastic Corp., Nov., p. 131. 


B. F. GOODRICH CO. 
Lovable ads stave off competition for Goodrich plastic. ABP winner, 


May, p. 40. 


GOPEL, R. A. 
* A basic guide to training industrial salesmen, Feb., p. 60; Mar., pe 64; 


Apr., Dp. 70; May, p. 73. 





GRAY, FRANK W. 
What to do when you're fired at 55, Oct., pe 128. 


GROSSE, We H. 
Monsanto successfully promotes an insignificant component. AIA BestSeller 


Award, July, p. 77. 


GUARANTEES 
Lifetime guarantee gives small company, Murray Mfg., a selling edge, 
Mar., De 50. 


HAMMERMILL PAPER CO. 
Hammermill Paper stands out in tough field. ABP winner, May, p. 36. 


HARKEY, WILLIAM G. 
United Carbon's president-to-president ads beat buyers’ price resistance, 


Dece, pe 90. 


HARRIS, DAVID H. 
Publicity releases: why they end up in the wastebacket, June, p. 98. 


HEISER, CHARLES H. 
Versatile catalog promotes 3 processes to 6 markets for Commercial Shearing, 
May, pe 48. 


HESS & CLARK 


3-day Hess & Clark Seminar teaches sales management to distributors, Oct., 
Pp. 1352. 


HIRSCH, PHIL 
Are you missing the boat in export sales? Feb., p. 44. 


HITCHCOCK, EARL B. 
How to have fun while writing industrial ads, Aug., p. 98. 


HOUGH, TOM 
Effective ad theme promotes Kraft's diverse institutional products. 
ABP winner, May, p. 42. 

HOUSE ORGANS, see COMPANY PUBLICATIONS 


HUMOR 
How to have fun while writing industrial ads, Aug., p. 98. 


IM GALLERY 
Jane, Pe 141; Feb., Pe 158; Apr., Pe 159 


INCOME, see SALARTES 
INDUSTRIAL ADVERTISING RESEARCH INSTITUTE 


IARI releases major report on industrial direct mail ills, July, p. 122. 
IARI offers plan designed to clarify ad readership scores, Nov., p. 170. 





INDUSTRIAL MARKETING (Magazine) 
Edwin F. Thayer appointed IM publisher, Feb., p. 142. 
41 business papers win IM Editorial Achievement Competition awards, 


Dec., Pe 104. 


INDUSTRIAL SALES EXECUTIVES FORUM 
How many products can one salesman sell? Jan., pe 50. 
Sales executives tell how to beat the recession, Feb., p. 37. 
Industrial sales managers give views on advertising, Apr., p. 42. 
The sales department's role in developing new products, May, p. 44. 
How to deal with manufacturers agents, June, p. 104. 
How often should an industrial sales manager hit the road, July, p. 84. 
How to find out what your competitor's doing, Aug., p. 93. 
Compensating the good salesman in a weak territory, Sept., p. 128. 
Sales managers tell how to evaluate a new product, Oct., p.- 112; Nov., pe. 122. 
What to do about expense account padding, Dec., p. 95. 


INDUSTRIAL SHOWS, see TRADE SHOWS & EXHIBITS 


INQUIRIES 
American Instrument cuts mail costs in half, boosts returns, Jan., p. 44. 
Do back-of-the-book ads pull more inquiries? WNov., p. 146. 
Mailing screens leads to ‘net’ good prospects for Isaacs Co., Feb., pe 138. 
When does an ad wear out? Oct., pe 130. 

* You can't afford to advertise by season, Sept., p. 140. 


INSERTS 
Are advertising inserts getting out of hand? Dec., p. 45. 


High-impact insert campaign pays off for McKay, June, p. 101. 
Jones & Lamson ‘dimensional’ ad theory--does it work? Nov., p. 112. 


INSTITUTIONAL ADVERTISING, see CORPORATE ADVERTISING, CORPORATE IMAGE 


INSTITUTIONAL MARKET 
Effective ad theme promotes Kraft's diverse institutional products. 


ABP winner, May, p. 42. 


INSTRUCTION MANUALS 
Economical way to produce parts and instruction manuals, Apr., p. 64. 


INTERNATIONAL ADVERTISING, see also FOREIGN TRADE, INTERNATIONAL MARKETING 


REPORT 
ew developments in Canada's industrial market, Sept., p. 182. 
Norton's soft sell campaign builds good-will overseas with first day covers, 
Jane, Peo 766 
What Copy Chasers say about Canadian industrial ads, Sept., p. 175. 
What you should know about international marketing, Dec., p. 80. 
What's different about industrial marketing in Canada? Sept., p.165. 


INTERNATIONAL MARKETING REPORT 
Trade scramble goes international, Nov., p. 41. 
Business booms for U. S. overseas plants, Dece, pe 35. 


INTERNATIONAL MINERALS & CHEMICAL CORP. 
International Minerals offers customer service to the Nth degree, 


Nove, De 96. 





INTERNATIONAL RESISTANCE CO. 
TV-trade show tie-in pays off for International Resistance Co., Aug., p. 82. 


ISAACS CO. 
Mailing screens leads to ‘net’ good prospects, Feb., p. 136. 


JANCO, MYRA E. 
Eastern Express boosts sales $10 million in 4 years with image ads, 


Jane, Pe 48. 


JOHNSON, PHILIP M. 
GE finds a low-cost way to pinpoint sales literature, Apr., p. 47. 


JONES & LAMSON MACHINE CO. 
Cut media list, up budget to dominate, Jan., p. 127. 
Jones & Lamson ‘dimensional’ ad theory--does it work? Nov., p. 112. 


KAISER ALUMINUM & CHEMICAL SALES 
How Kaiser promoted itself out of a market slump, Apr., pe . 


KILSBY-TUBE SUPPLY 
How Kilsby effectively staged its own trade show, Mar., p. 78. 


KINSLER, DAVID M. 
* How to judge business papers without actually reading them, Sept., p. 124. 


KLASS, BERTRAND 
* What factors affect industrial buying decisions? May, p. 33. 


KNOX GLASS 
Long range ‘image’ program pays off for Knox Glass. ABP winner, May, p. 39. 


KOPPERS CO. 
How Koppers sold its ad program to management, May, pe 66. 


KRAFT FOODS CO. 
Effective ad theme promotes Kraft's diverse institutional products. 


ABP winner, May, pe 42. 


KWIKSET DIV. 
How to get to the top in 15 years--advertise, June, p. 84. 


LANDO, ROBERT N. 
Do engineers make good industrial admen? June, p. 73. 


LARSON, JEANNE E. 
* A basic guide to defense marketing, Aug., p. 108. 


LATIN AMERICA 
Why we're not selling in Latin America, July, p. 87. 


LEAF, ROBERT S. 
Let's get rid of business paper 'payola,' June, p. 81. 





LEE, ROBERT W. 
Campaign for Alcoa's Alumalure wins top AIA BestSeller Award, July, pe 72. 


McGRAW=-HILL PUBLISHING CO. 
Capital spending to drop 3% in '61, Jan., p. 134. 
Boost capital spending plans 3%, new McGraw-Hill study finds, June, p. 138. 


McKAY Co. 
High-impact insert campaign pays off for McKay, June, p. 101. 


MALLEABLE CASTING COUNCIL 
How advertising made buyers want malleable iron, Aug., p. 86. 


MANPOWER INC. 
Pinpointing and selling a market with 'The Special Report,’ Mar., p. 115. 


MANUFACTURERS AGENTS 
How to deal with manufacturers agents, June, p. 104. 


MARKETING CONSULTANTS 
What to do when you're fired at 55, Oct., p. 128. 


MARKETING & MARKETING RESEARCH, see also MARKETING MILESTONES 
Accelerated automation boosts farms as industrial market, Nov., p. 128. 
* A basic guide to measuring markets, June, p. 86. 
* A basic guide to setting sales quotas, July, p. 88. 
Foote Bros. goes modern, gets a new look in marketing, Feb., p. 82. 
Has the sales promotion man moved up the marketing ladder? Mar., p. 86. 
How Ducommun achieves top sales efficiency, July, p. 62. Editorial 
comment, Sept., p. 119. 
How Kaiser promoted itself out of a market slump, Apr., p. #4. 
How is a new product marketing budget developed? Mar., p. 110. 
How to put an engineer on your marketing team, July, p. 80. 
Integrated marketing by allied manufacturers may cure industry ills, up 
sales, Apre, Pe Sle 
New developments in Canada's industrial market, Sept., p. 182. 
Six tips for better marketing in a fast-growth industry, June, p. 70. 
10-step plan for forecasting an industrial market, Mar., pe. 40. 
Total marketing sells glass building blocks for Pittsburgh Corning. AIA 
BestSeller Award, Aug., p. 101. 
What's different about industrial marketing in Canada? Sept., p. 165. 


MARKETING MILESTONES (monthly digest of trends and developments), Jan., p. 27; 
Febe, De 27; Mar., pe 273 Apre, De 2753 May, pe 29; June, p. 49; July, p. 43; 
Auge, Pp» 57; Sept., pe 89; Oct., pe 65; Nove, pe 65; Dece, pe 59~ 


MARSTELLER, RICKARD, GEBHARDT & REED 
Goes international; to have three offices by Sept. 1, Aug., p. 148. 


MATERIAL HANDLING INSTITUTE 
The case for regional trade shows. Experience of Material Handling 


Institute, Dece, p. 101. 





MEDIA SELECTION 
Here's how Ford specializes truck advertising in business publications, 


Jane, Pe 40. 

* How to judge business papers without actually reading them, Sept., p. 124. 
Jones & Lamson 'dimensional' ad theory--does it work? Nov., p. 112. 
What's better--impact or complete coverage? Six admen answer question for 
small budget advertiser, Dec., pe 96. 

Why and how Alcoa switched to concentrated advertising, May, p. 90. 


MEETING DATES 
Jane, Pe 138; Febe, pe 154; Mar., pe 145; Apr., pe 158; May, p. 150; 
June, p.- 150; July, p. 142; Aug., pe 166; Sept., p. 219; Oct., p. 206; 
Nov., p.- 193; Dec., p. 158. 


MENTZER, G. A. 
Lovable ads stave off competition for Goodrich plastic. ABP winner, May, p. 


40. 


MERCHANDISING 
Brown & Sharpe sells precision tools with consumer tactics, June, p. 106. 


How Binks merchandises its ads to distributors, Oct., p. 121. 


MID EAST SALES Co. 
Good timing nets sales for little picker upper, Oct., p. 152. 


MINNESOTA MINING & MFG. CO. 
SM ads really stop ‘em. ABP winner, May, p. 38. 


MINNESOTA PAINTS INC. 
How to make new business promotion a family affair, July, p. ‘4. 


MONSANTO CHEMICAL CO. 
Monsanto successfully promotes an insignificant component. AIA BestSeller 


Award, July, pe 77. 


MOODY, ROBERT F. 
The case for regional trade shows. Experience of Material Handling 


Institute, Dec., p. 101. 


MURRAY MFG. CORP. 
Lifetime guarantee gives small company a selling edge, Mar., p. 50. 


NATIONAL BUSINESS PUBLICATIONS 
Friendly debate on paid and free circulation between ABP and NBP repre- 
sentatives, Auge, pe 132. 


NATIONAL MACHINE TOOL BUILDERS ASSOCIATION 
Gisholt wins two top NMIBA awards. List other winners, Nov., p. 150. 


NELSON, M. A. 
3M ads really stop ‘em. ABP winner, May, p. 38. 


NEW BOOKS FOR MARKETING MEN, see BOOK REVIEWS 





NEW PRODUCTS 
Are marketing executives stifling product research? May, p. 92. 
DuPont ads for new highly competitive product help sales force. AIA 
BestSeller Award, July, p. 75. 
How design engineers pick components for new products, Nov., p. 115. 
How is a new product marketing budget developed? Mar., p. i10. 
Jet age product gets appropriate introduction, Mar., p. 44. 
Sales contest boosts new Allis-Chalmers product in recession year, 
Jan., p. 46. 
Sales managers tell how to evaluate a new product, Oct., p. 112; Nov., p. 122. 
Total marketing sells glass building blocks for Pittsburgh Corning. AIA 


BestSeller Award, Auge, p. 101. 
U. S. Industrial Chemical's ‘orphan' grows into a top seller in the paper 


coating field, Nov., p. 120. 
What's the sales department's role in product development? May, p. 44, 
Why Sundstrand replaced its most successful product, June, p. 160. 


NEWCOMB & SAMMONS 
# How to produce a good external publication. Story of Steelways, 


Apr., Pe 87. 


NORTON INTERNATIONAL 
Soft sell campaign builds good-will overseas with first day covers, Jan., 


p. 76. 


NOSTRAND, FOSTER 
Helping engineers to help you sell, Oct., p. 134. 


NU-MATIC GRINDERS 
* Integrated marketing by allied manufacturers may cure industry ills, up 


sales, Apr., pe Sl. 


OHIO CHEMICAL CO. 
Persistent admen prove Copy Chasers wrong with survey, Nov., p. 140. See 


also Copy Chasers, June, p. 131. 


OHIO SEAMLESS TUBE DIV. 
How Ohio Seamless Tube built ad with scale model in their garage, Sept., 


p-. 145. 


OUTDOOR ADVERTISING 
Don't forget the factory identification sign, June, p. 128. 


OZALID DIV. 
*Bulldog' sales manager James Travis of Ozalid gets results with sales 


contest, Dec., pe 126. 


PACKAGING 
* A besic guide to industrial packaging, Oct., p. 122. 
U. S. Industrial Chemical's ‘orphan' grows into a top seller in the paper 


coating field, Nov., p. 120. 


PARKER, RUSSEL 
Will a ‘buy American' theme sell industrial products? Mar., p. 54. 





PEDERSON, FREDERICK 
* You can't control salesmen electronically, Dec., p. 98 


PELL, ARTHUR R. 
Why industrial salesmen quit, Oct., p. 118 


PHILLIPS DRILL CO. 
Force distribution with ‘sales training’ sweepstakes, Apr., p. 125. 


PHOTOGRAPHS 
Abstract art or abstract photos in industrial ads?--a debate, Sept., p. 120. 
How to get good ad photos, June, p. 77. 
How Ohio Seamless Tube built ad with scale models in their garage, 


Sept., p. 145. 
Some industrial ads need the feminine touch, Nov., p. 165. 


PHYSICAL DISTRIBUTION see DISTRIBUTORS & DISTRIBUTION 


PITTSBURGH CORNING CORP. 
Total marketing sells glass building blocks for Pittsburgh Corning. AIA 
BestSeller Award, Aug., p.- 101. 


PLUMBING- HEATING-COOLING INFORMATION BUREAU 
Industry-wide sales training boosts sales up to 25% Plumbing-Heating-Cooling 
Information Bureau finds, Sept., p. 142. 


POSITION 
Do back-of-the-book ads pull more inquiries? Nov., p. 146. 


POSTMARKS & POSTAGE STAMPS 
Norton's soft sell campaign builds good will overseas with first day covers, 


Jan., pe 76. 
PRESS RELATIONS, see PUBLICITY 


PRICING 
* New price discount policy increases profits, Aug., p. 114. 
United Carbon's president-to-president ads beat buyers’ price resistance, 
Dec., p- 90. 


PROBLEMS IN INDUSTRIAL MARKETING 
Envelope stuffers - do they produce sales, or other values? Jan., p. 98. 
Trade-in and resale prices - how are they established? fFeb., p. 100. 
How is a new product marketing budget developed? Mar., p. 110. 
Why not base ad budgets on profits instead of sales? Apr., p. 120. 
How should corporate advertising be charged? May, p. 112 
Salesmen's auto expense allowances--how should they be handled? June, p. 3l. 
Do hard-nosed purchasing agents waste salesmen's time? July, p. 25. 
What's the best way to distribute trade show literature? Aug., p. 35. 
Eow often should you change your ad campaign? Sept., p. 61. 
How to keep your promotion out of the purchasing agents wastebasket, Oct., 
p. 45. 
How much volume should an industrial salesman produce? Nov., p. 45. 
Are advertising inserts getting out of hand? Dec., p. 43. 





PRODUCT DESIGN 
How design engineers pick components for new products, Nov., p. 115. 


PRODUCT DEVELOPMENT, see NEW PRODUCTS 


PRODUCT LITERATURE , see also INSTRUCTION MANUALS, CATALOGS 
Corning goes bookish to sell lab glassware, Aug., p. 117. 
GE finds a low-cost way to pinpoint sales literature, Apr., p. 47. 
How to keep your promotion out of the purchasing agent's wastebasket, 
Oct., pe 45. 
How Taylor Fibre capitalized on technical knowledge, Dec., p. 113. 
3-D brochure illustrates complex compressor story, May, p. 117. 


PRODUCTION (ADVERTISING), see ADVERTISING PRODUCTION 


PUBLIC RELATIONS, see also PUBLICITY 
Customer service--should it meet or beat the competition? Nov., p. 152. 
International Minerals offers customer service to the Nth degree, 
Nov., De 96. 
Let's get rid of business paper 'payola,' June, p. 81. 
What does public relations mean in your company? Apr., p.- 94; May, p. 94. 


PUBLICITY 

Allis-Chalmers hits publicity bonanza at dealer meeting, Sept., p. 135. 
* A basic guide to merchandising publicity, Jan., p. 61. 

Is this press conference really necessary? Feb., pe 49. 

Jet age product gets appropriate introduction, Mar., p. 44. 

Publicity releases: why they end up in the wastebasket, June, p. 98. 


PURCHASING 
Do hard nosed PAs waste salesmen's time? July, p. 25. 
Reaching those ‘hidden' buying influences, Oct., pe. 164. 

* What factors affect industrial buying decisions? May, p. 33. 
Why don't industrial buyers say what they wean? Mar., p. 37. 


RALEY, GEORGE H. 
* What engineers want in industrial ads, Oct., p. 108. 


RASH, WAYNE 
10-step plan for forecasting an industrial market, Mar., p. 40. 


READERSHIP 
Do back-of-the-book ads pull more inquiries? Nov., p. 146. 
IARI offers plan designed to clarify ad readership scores, Nov., p- 170. 
Jones & Lamson ‘dimensional’ ad theory--does it work? Nov., p. 112. 
Where to get your ads measured in ‘61. List of readership studies planned for 


*6l, Jan., pe 82. 


READING 
You can read all you should, May, p. 62. 





RECESSION 
A big drive is under way to beef up the economy, June, p. 61. 
Sales executives tell how to beat the recession, Feb., p. 37. 
Solving the high volume/low profit problem, June, p. 116; July, p. 104. 


REED ROLLER BIT CO. 
Ads boost sales in falling market for Reed Roller Bit. ABP winner, 


May, p. 40. 
RESEARCH, see ADVERTISING RESEARCH, READERSHIP 


REYNOLDS METALS CoO. 
Reynolds shows how to advertise to auto industry. AIA BestSeller Award, 


Aug., pe 104. 


RISLEY, GEORGE 
* A b&@sic guide to measuring markets, June, p. 86. 
* A basic guide to setting sales quotas, July, p. 88. 


ROBERTS, ALEXANDER 
How to get good ad photos, June, p. 77. 


ROENS, BURT B. 
How Scott Paper measures industrial advertising in comparison with direct 
Mail and sales incentives, July, p. 67. 


ROSBERG, J. WESLEY 
Where to get your ads measured in 1961. List of readership studies 


planned for ‘61, Jan., p. 82. 


ROUSSEAU, C. V. D. 
How to keep misfits out of your sales staff, Sept., p. 131. 


ROZIER, L. J. 
How Day-Brite saves money on ad production, Nov., p. 126. 


_ SALARIES 
* How industrial ad managers earn their pay, Mar., p. 3l. 
* Today's industrial ad manager. Income statistics, Feb., p. 3l. 


SALES COMPENSATION, see SALESMANSHIP 

SALES CONTESTS, see CONTESTS 

SALES INCENTIVES 
How Scott Paper measures industrial advertising in comparison with direct 
mail and sales incentives, July, p. 67. 


SALES FORECASTS 
10-step plan for forecasting an industrial market, Mar., p. 40. 


SALES LITERATURE, see PRODUCT LITERATURE, INSTRUCTION MANUALS, CATALOGS 
SALES MANAGERS 


"Bulldog' sales manager James Travis of Ozalid gets results with sales 
contest, Dec., p. 126. 





SALES MEETINGS, see also SALES TRAINING 
Allis-Chalmers hits publicity bonanza at dealer meeting, Sept., p. 135. 
3-day Hess & Clark Seminar teaches sales management to distributors, 
Oct., pe 132. 


SALES PROMOTION, see also SALES PROMOTION IDEAS 
Has the sales promotion man moved up the marketing ladder? Mar., p. 86. 
* How industrial companies spend their ad and sales promotion dollars, 
Feb., De 53. 
How Kaiser promoted itself out of a market slump, Apr., p. X. 
How to keep your promotion out of the purchasing agent's wastebasket, 
Oct., p. 45. 
How Taylor Fibre capitalized on technical knowledge, Dec., p. 113. 
* Integrated marketing by allied manufacturers may cure industry ills, up sales, 
Apr., Pe 5l. 
United Carbon's president-to-president ads beat buyers’ price resistance, 
Dec., pe 90. 


SALES PROMOTION IDEAS 
Mighty midget calling card booklet sells Tiffen to industry, Jan., p. 107. 
Whisper tactics sell Universal Form Clamp distributors on direct mail 
campaign, Feb., p. 112. 
Pinpointing and selling a market with 'The Special Report,’ Mar., p. 115. 
Phillips forces distribution with sales training course, Apr., p. 125. 
3-D brochure illustrates complex compressor story for Worthington, 
May., p. 117. 
How Brown & Sharpe sells precision tools with consumer tactics, June, p. 106. 
How Minnesota Paint makes new business promotion a family affair, 
July, pe 94. 
Corning goes bookish to sell lab glassware, Aug., p. 117. 
Lift truck exhibit puts prospect in the driver's seat, Sept., p. 153. 
How Calewo's ‘live’ promotion sparks business, Oct., p. 137. 
One-fifth the show does ten times the job for Glastic Corp., Nov., p. 131. 
How Neville Chemical gets high-quality, low-cost technical literature, 
Dece, pe 115. 


SALES QUOTAS 
* A basic guide to measuring markets, June, p. 86. 
* A basic guide to setting sales quotas, July, p. 88. 


SALES TRAINING, see also SALES MEETINGS 

* A basic guide to training industrial salesmen, Feb., p. 60; Mar., p. 64; 
Apres, pe 70; May, pe 73. 
Clarkson College pioneers industrial sales training, Aug., p. 97. 
Industry-wide sales training boosts sales up to 25% Plumbing-Heating-Cooling 
Information Bureau finds, Sept., p. 142. 
Phillips forces distribution with ‘sales training’ sweepstakes, 
Apr., Pp. 125. 





SALESMANSHIP, see also SALES TRAINING, SELLING 
Auto expense allowances--how should they be handled? June, p. 5l. 
Good timing nets sales for little picker upper, Oct., p. 152. 
How to keep misfits out of your sales staff, Sept., p. 131. 
How to make your salesmen happier, June, p. 92. 
How many products can one salesman sell? Jan., p. SO. 
How much volume should an industrial salesman produce? Nov., p. 45. 
How should salesmen in weak territory be paid? Sept., p. 128. 
Sales contest boosts new Allis-Chalmers product in recession year, 
Jan., p. 46. 
Should sales executives hit the road more often? July, p. &. 
What to do about expense account padding, Dec., p. 9%. 
Why industrial salesmen quit, Oct., p. 118. 

* You can't control salesmen electronically, Dec., p. 98. 


SAMPLING 
U. S. Industrial Chemical's ‘orphan'grows into a top seller in the paper 


coating field, Nov., p. 120. 


SCALE MODELS 
How Ohio Seamless Tube built ad with scale models in their garage, 


Sept., p. 145. 


SCARBOROUGH, W. E. 
Ads boost sales in falling market for Reed Roller Bit. ABP winner, 


May, p. 40. 


SCHIMANEK INTERNATIONAL INC. 
Will a ‘buy American’ theme sell industrial products? Mar., p. 54. 


SCOTT PAPER CO. 
How Scott Paper measures industrial advertising in comparison with direct 


mail and sales incentives, July, p. 67. 


SEAGER, LOREN M. 
How advertising made buyers want malleable iron, Aug., p. 86. 


SELLING, see also SALESMANSHIP 
'Bulldog' sales manager James Travis of Ozalid gets results with sales 
contest, Dec., p. 126. 
Do hard nosed PAs waste salesmen's time? July, p. 25. 
18 tips for working with distributors, Aug., p. 89. 
The goldsmith and the sales specialists--a fable, Nov., p. 110. 
Helping engineers help you sell, Oct., p. 154. 
How to deal with manufacturers agents, June, p. 104. 
How to find out what your competitor's doing, Aug., p. 95. 
How to make new business promotion a family affair, July, p. 94. 
Manpower Inc. pinpoints and sells markets with 'The Special Report,' 
Mar., p. 115. 

* New price discount policy increases profits, Aug., p. 114. 





SELLING (continued) 

* Physical distribution--the neglected marketing function, Oct., p. 102. 
Reaching those ‘hidden’ buying influences, Oct., pe 164. 
Sales executives tell how to beat the recession, Feb., p. 57. 
Specialized selling pays off for American-Standard, Nov., pe 107. 
What's the sales department's role in product development? May, p. 44. 

* Why industrial salesmen like to sell with desk-top films, Apr., p. 104. 
Will a 'buy American’ theme sell industrial products? Mar., p. S4. 


SEX IN ADVERTISING 
Some industrial ads need the feminine touch, Nov., p. 165. 


SHARP, JAY M. 
Why and how Alcoa switched to concentrated advertising, May, p. 90. 


SHAW, RICHARD C. 
What's better--impact or complete coverage? Six admen answer question for 


small budget advertiser, Dec.e, pe 96. 


SID BERNSTEIN SAYS 
It isn't simple to make yourself understood, Jan., pe. 75. 
There's a fair amount of management goofing off, too, Feb., p. 75. 
Suffering from tired blood? Reading can fix you up, Mar., pe 75. 
A little stock ownership in the right places helps, Apr., p. 61. 
One thing's sure: those jail sentences mean more competition, May, p. 65. 
Too many businesses can't make decisions; are musclebound, June, p. 115. 
Style may be hooey, but it's important, July, p. 103. 
So what's complex? AIA‘'s plan, that's what, Aug., p. 125. 
Bankers are nice people, but please...Sept., p. 161. 
Editorial ads' are ads, not editorial, Oct., p. 145. 
The numbers game can be pretty silly, Nov., p. 139. 
There should be a law against seeking one, Dec., p. 125. 


SIMPSON TIMBER CO. 
Take a look at Simpson Timber's versatile exhibit, Oct., p. 107. 


SMALL BUSINESS 
Lifetime guarantee gives small company, Murray Mfg., a selling edge, 
Mar. 3 Pe 50. 


SMALL SPACE ADS 
How two two-inch ads launched a million dollar business, Oct., p. 146. 
What's better--impact or complete coverage? Six admen answer question for 
small budget advertiser, Dec., p. 96. 


SMITH, ROBERT A. 
How Koppers sold its ad program to management, May, p. 66. 


STAHL, GERALD 
* A basic guide to industrial packaging, Oct., p. 122. 


DANIEL STARCH & STAFF, see WHICH AD ATTRACTED MORE READERS 
STEVENS, WILLIAM D. 
* A basic guide to defense marketing, Aug., p. 108. 
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STOCK OWNERSHIP 
A little stock ownership in the right places helps, Apr., p. 61. 


STRENSKI, JAMES B. 
* A basic guide to merchandising publicity, Jan., p. 61. 


SUNDSTRAND CORP. 
Why Sundstrand replaced its most successful product, June, p. 160. 


TAXES 
Timken vs. the U. S. Case involving disallowance of tax deduction for 


certain ads, June, p. 69. 


TAYLOR FIBRE CO. 
How Taylor Fibre capitalized on technical knowledge, Dec., p. 113. 


TELEVISION 
TV--Trade show tie-in pays off for International Resistance Co., Aug., p. 82. 


THOMAS, FRANK J. 
Why we're not selling in Latin America, July, p. 87. 


THOMPSON, ROBERT 
Don't forget the factory identification sign, June, p. 128. 


TIFFEN OPTICAL CO. 
Mighty midget ‘calling card' booklet sells Tiffen to industry, Jan., p. 107. 


TIMKEN ROLLER BEARING CO. 
Timken vs. the U. S. Case involving disallowance of tax deduction for 


certain ads, June, p. 69. 


TITEL, IRVING 
Only the visually timid would choose sides in photo vs. art debate, 


Sept., p. 121. 


TOBIAS, M. B. 
Reynolds shows how to advertise to auto industry. AIA BestSeller Award, 


Aug., p- 104. 


TOP MANAGEMENT FORUM 
How should ad budgets be presented to management, Jan., p. 88; Feb., p. 86. 
Has the sales promotion man moved up the marketing ladder? Mar., p. 86. 
What does public relations mean in your company, Apr., p. 94; May, p. 94. 
Solving the high volume/low profit problem, June, p. 116. 
Coping with the profit squeeze, July, p. 104. 
Is basic industrial advertising research worth while? Aug., p. 126; 
Sept., p- 196. 
What to do about distribution, Oct., p. 160. 
Customer service--should it meet or beat competition, Nov., p. 152. 
Executives balk; won't talk about ‘Buy American' ads, Dec., p. 130. 


TORTOLANO, F. W. 
How to do a better job on your catalog, Sept., p. 138. 





TRADE ASSOCIATIONS 
How advertising made buyers want malleable iron, Aug., p. 86. 
Industry-wide sales training boosts sales up to 25% Plumbing-Heating- 
Cooling Information Bureau finds, Sept., p. 142. 


TRADE SHOWS AND EXHIBITS, see also MEETING DATES 
The case for regional trade shows. Experience of Material Handling 
Institute, Dec., p. 101. 
FMC gets $500,000 in orders at 4-day trade show, Feb., p. 40. 
How Kilsby effectively staged its own trade show, Mar., p. 78. 
Industrial shows, Jan., p. 151; Feb., p. 157; Mar., p. 101; April, p. 155; 
May, p. 137; June, p. 38; July, p. 32; Aug., p. 42; Sept., p. 70; Oct., p. 52; 
Nov., p. 48; Dec., p. 46. 
Lift truck exhibit puts prospect in driver's seat, Sept., p. 155. 
One-rifth the show does ten times the job for Glastic Corp., Nov., p. 151. 
Take a look at Simpson Timber's versatile exhibit, Oct., p. 107. 
TV--Trade show tie-in pays off for International Resistance Co., Aug., p. 82. 
What's the best way to distribute trade show literature? Aug., p. 35. 


TRADE- INS 
Trade-in and resale prices - how they are established, Feb., p. 100. 


TRUCKS 
Here's how Ford specializes truck advertising in business publications, 


Jan., p. 40. 


UNEMPLOYMENT 
What to do when you're fired at 55, Oct., p. 128. 


UNITED CARBON PRODUCTS CO. 
United Carbon's president-to-president ads beat buyers' price resistance, 


Dec., p. 90. 


U. S. INDUSTRIAL CHEMICALS CO. 
U. S. Industrial Chemical's torphan' grows into a top seller in the paper 


coating field, Nov., p. 120. 


U. S. STEEL CORP. 
U. S. Steel*s Veckly is Industrial Adman-of-the-Year, Jan., p. 153. 


UNIVERSAL FORM CLAMP CO. 
Whisper tactics sell distributors on requesting direct mail campaign, 


Feb., p. 112. 


URY, BERNARD E, 
How to put an engineer on your marketing team, July, p. 80. 


VARFLEX CORP. 
When does an ad wear out? Oct., p. 130. 


VECKLY, JOHN 
U. S. Steel's Veckly named Industrial Adman-of-the-Year, Jan., p. 153. 





VENEZIAN, ANGELO R. 
Business publication advertising volume to hit new high in 1962. IM's 
annual report, Nov., p- 102. 
* Look for business paper ads to hit $590 million in '6l, Jan., p. 53. 


WALSH, CHARLES E. 
Reaching those ‘hidden’ buying influences, Oct., p. 164. 


WARD, A. JOHN 
Why Sundstrand replaced its most successful product, June, p. 160. 


WASHINGTON REPORT 
How does Hodges measure up to job of Secretary of Commerce, Jan., p. 92. 


Industry wants action on depreciation issue, Feb., p. 94. 

Look ahead to tougher anti-trust enforcement, Mar., p. 90. 

Defense program takes new directions, Apr., p. 106. 
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